Abstract

In a competitive businesses situation that increasingly going forward at this time, companies need to utilize their resources optimally that can aff ect consumers' perception on purchasing, as an example in adjusting the price and also improving their the brand image. In Islamic law, Excessive consumption is called by the term israf or tabzir (Wasting resourches without any good use). As a consumer and student of Islamic economics, more throughly before buying a product is very important, especially for students UNIDA Magelang. The purpose of this research is to fi nd out the eff ect of price and brand image of Smartphone toward purchasing decision of muslim consumers. This research is quantitative research, the data used in this research is primary data obtained from the questionnaires that distributed to the respondents, with 67 persons as a sample. The data analysis techniques by using validity test, reliability test, multiple regression and classical assumption test. The result of this research show that the price and brand image of Smartphone aff ect purchasing decision of muslim consumers, with value of t count 2.006 for price, and 5.900 for brand image. Based on these values, it is
2 Consumers tend to make the brand image as a reference before purchasing the product. Threfore, the company must be able to create an aĴ ractive product image as well as describe the benefi ts of products in accordance with the wants and needs of consumers so that consumers have a positive image of the brand.
3 In addition to a good brand image, the company must also adjust product prices in order to compete in the market, so it can be the main aĴ raction for consumers before deciding to buy their products. However, if we refer to Islamic transactions, business transactions must be made at a fair price as a refl ection of the Islamic Shari'a's commitment to the comprehensive justice. In general, a fair price means a price that does not cause exploitation or oppression to the detriment of one part and benefi t the other. 4 Therefore it is required for every company to make a fair pricing. Todays phenomenon can be seen from the current market competition especially in the Smartphone products, Diversity of product that exist today encourage consumers to identify every benifi ts before determining a brand that they think is good and meet the criteria of an ideal product. This competition will continue along with the emergence of various brands of Smartphone.
Nowadays many consumers have diff erent perception before buying a product, according to Kotler as quoted by Dhio Panji the more aff ordable price of a product, the consumer will be more interested and make purchasing decisions on the product concerned. 5 In fact some of the consumers buy a product because the price of the product is aff ordable by without or paying any aĴ ention to the specifi cations of the product. There are those who
The Effect of Price and Brand Image of Smartphone Toward Purchasing... choose to buy an item because the aĴ ractiveness of the product brand itself, by without or thinking about the price, eff ectiveness and effi ciency on using of the product, so it can seem excessive. Excessive consumption is a hallmark of people who do not know God. In Islam this people is called by the term israf or tabzir (Wasting resourches without any good use). 6 In this study, researching area in the Islamic Economics Students on Campus UNIDA Magelang, because as a student of Islamic Economy, they have to understand basic consuming a goods in Islam, and as a good consumer, the student must be more observant, rational and conscientious towards products that will be consumed in long term is not exception in the purchase of Smartphone.
Therefore the purpose of this research as follows: 1. To fi nd out The eff ect of Price and Brand Image of Smartphone Toward Purchasing Decision of Muslim Consumers. 2. To fi nd out How much the eff ect of price and brand image toward purchase decision for Student of UNIDA Magelang.
This research is quantitative research, the data used in this research is primary data obtained from the questionnaires that distributed to the respondents, with 67 persons as a sample. The data analysis techniques by using validity test, reliability test, multiple regression and classical assumption test. 
Price
In economics theory, the defi nition of price, value and utility, are interrelated concepts. What is mean by utility is an aĴ ribute aĴ ached to a good, which allows that goods , can fulfi ll the needs, wants, and satisfy the consumer. The value here is the value of a product to be exchanged for other products. This value can be seen in a barter situation that is the exchange between goods and goods. Today our economy is not bartering anymore, but it is using money as a measure called price. So price is the value of an item declared with money.
7 To aĴ ract consumers, producers or sellers can use promotional pricing policies and price discrimination. Price Promotion and Price Discrimination can be done as follows: 8 1) Selling the items below the market prices, with the purpose of aĴ racting new customers 2) Set a special price on a particular event 3) Provide discounts on purchases made in cash, or purchases in large quantities 4) Sell on credit, with low interest calculation, compete with other companies. 5) Provide various bonuses on every purchase 6) Provide diff erent prices 7) Prices are also diff erent, because of the image of a product But sometimes the consumer is not sensitive or don't care about the diff erence in price by the manufacturer, even though the price is expensive but purchased as well. This happens because of various reasons such as: 9 1) The goods are unique, rare, prestigious, had a certain artistic value of interest by certain people anyway 2) The product has no replacement 3) The Product Consumers are from people with a high incomes 4) The purchase price of the goods, paid by others, so just select only the items that are expensive 5) The use of the product is a complement of goods that already purchased previously 6) The inventory of goods is increasingly depleted in the market 
Brand Image
Brand is the name, term, sign, design symbol, or combination that identifi es a product/service produced by a company. The identifi cation also functions to diff erentiate it from the products off ered by the competing companies. Brand plays a very important role, one of which is to correlate consumer expectations when the manufacture promise something to consumers. Thus can be known the existence of emotional bond created between consumers with companies producing products through the brand.
10 According to Shimp (2009) 
Purchase Decision
The Process of decision making, begins with a need to strive for. The fulfi llment of these needs is related to several alternatives, so that must we do some evaluation to obtain the best alternative from consumer perceptions. In the process of comparison, consumers need information that the number and level of importance from that information is depends on the needs of consumers, and the situation. Purchase decisions will be use the principle of balancing the positive and negative sides of a brand, and also by fi nding the best solution from a consumer perspective, which is after consuming they will be make an evaluation of the product. 12 Kotler and Keller explains that the purchase decision is one step in the buying decision process where consumers are actually making the decision to buy. The purchase decision process is divided into fi ve stages, there are: 
Consumer in Islam
Consumers are the decision makers in a constructive and exposed many contextual infl uences. Consumer often have low involvement in their decisions, using many heuristics as a result.
15
In Islam, the behavior of a consumers must refl ect his relationship with Allah Subhanahu Wa Ta'ala. Every movement of himself in the form of daily spending a day, no other is a dzikir manifestation of himself in the name of Allah. 16 In Islam, consumption cannot be separated from the role of faith. The role of faith becomes important measure because the faith gives worldview tends to aff ect the human personality, as regards of the behavior and lifestyle of appetite, aĴ itudes toward fellow human beings, resources and ecology. The faith is very aff ect the nature, quantity and quality 
Trading in Islam
Trading in trading in arabic is bay'u it's mean give a something with a price or exchange. Scientifi cally include three defi nitions, fi rstly; transfer of ownership by replace it, secondly; replacement of goods with goods, thirdly; the defi nition of Ibnu Arafah is devided into general and specifi c, generally is contract of exchange, and specifi cally is deals and discussion that happened between buyers and sellers, with the purpose to fi nd a buyer for the seller and bargaining the goods for the buyer. 22 Globally, the implementation of trade have to be detached from six kind of 'aib 
Literature Review
To support this research, the researcher uses some previous studies as references for the background of the writing that will be discoursed. As for the previous studies those are:
The Effect of Price and Brand Image of Smartphone Toward Purchasing... brand image has positive infl uence on purchase decisions the result of regression was 0,250, this means a brand image is a factor that encourages consumers to buy a laptop, because Acer has a good brand image. While product quality has positive infl uence on purchase decision, it means the quality of products was encourage the consumers for making the purchasing decisions, because Acer has a good quality product, and the result of regression was 0,559. Thats why, the brand image and the product quality can aff ect purchasing decision of Acer's laptop. Based on the reliability test, it is shown that the variable of price give the result of Cronbachs Alpha is 71%, more than 70%. According to the criteria of Nunnally it can be said as reliable. Meanwhile the variable of Brand Image give the result of Cronbachs Alpha is 78,1%, more than 70%, and the variable of purchasing decison give the result of Cronbachs Alpha is 86,4% more than 70%. Which also according to Nunnally Criteria can be said reliable.
Validity Test
Based on the Bivariate Correlation, the whole of value t count are more than t table (0,244). Therefore it can be concluded that the whole indicator of the question is valid.
Classic Assumption Test
a. Normality test Fadly Arif, Imam Haryadi From the P-P table The plot shows that the distribution of data follows the linear line so it can be said that the data is normally distributed. b. Autocorrelation test Due to the result of Durbin Watson is more bigger than durbin upper and more smaller than four minus durbin upper, it can be concluded that there is no positive or negative autocorrelation or it can be concluded there is no autocorrelation betwen price variable and brand image variable. Based on VIF value which is under 10 and Tolerance value more than 0,1, it is concluded that there is no multicolinearity among independent variables.
c. Multicolinearity Test
The Effect of Price and Brand Image of Smartphone Toward Purchasing... From the scaĴ erplots graph it is seen that the points spread out randomly and spread both above and below the number 0 on the Y axis. It can be concluded that there is no heteroscedasticity on the regression model, therefore the regression model is appropriate to predict the price and brand image toward purchasing decision of muslim consumers.
d. Heteroscedasticity Test
Regression test
a. T Test. f tabel = F (k ; n-k) = F (2 ; 65) = 3,14 Based on f test above, we can explain that the signifi cance value is 0,000, more smaller than 0,05, and f count is 34,927, more bigger than f table 3,14, we can conclude that there is simultaniously eff ect betwen both independent variable (X1, X2) to dependent variable (Y). Based on the test result, the value of R Square is 0,522. Than we can conclude that the variable purchasing decision infl uenced by the price and brand image variable amount 52,2%, and the rest amount 47,8% infl uenced by the other variables that are not listed.
Conclusion
The conclusion and suggestion that have been discussed in the previous chapter:
It is concluded from research above that the price of smartphone and brand image does aff ect the purchasing decision of Muslim consumers. With the value of (t) count more than t table.
It is concluded from research above that the brand image has more signifi cant eff ect toward purchasing decision of Muslim consumers, with (t) count is 5,900, more bigger than price with t count is 2,006.
It is recommended to the whole of consumers who purchase the smartphone, to be more thoroughly and intelligent in purchasing decision, and it is recomended to the whole smartphone corporations or smartphone store, to improve their brand image and adjust their product price, in order to increase the purchasing decision of consumers.
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